]
[
1]
@
7
.
&:
A}

SmarterAnalytics

Erick Brethenoux — Director, Business Analytics Strategy
February 7, 2013

IBM Business Analytics
Stratégie et Développement

e AT
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Analytics: from a business initiative to a BUSINESS IMPERATIVE

More organization are using
analytics to create a
competitive advantage

Respondents who believe analytics
creates a competitive advantage

2010 37%

Source: The New Intelligent Enterprise, a joint MIT Sloan Management

Review and IBM Institute of Business Value analytics research partnership.

Copyright © Massachusetts Institute of Technology 2011

And leaders are outperforming
their competitors in key
financial measures

1 6X Revenue Growth
2 OX EBITDA Growth

2 5X Stock Price Appreciation

Source: Outperforming in a data-rich, hyper-connected world, IBM Center for
Applied Insights study conducted in cooperation with the Economist
Intelligence Unit and the IBM Institute of Business Value. 2012

© 2013 IBM Corporation
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Transformation and Growth Require Better Decisions

of ClIOs with mandates to
7 O/ transform the business are
s 4 Q looking to “drive better real

time decisions.”

of CEOs of outperforming

O companies strongly differentiate
84 /O their organizations by
2 TN - - - -
‘translating insight into
actions.

3 Sources: IBM Global CIO Study 2011 & IBM Global CEO Study 2012

~¥+. Essential
LA V» CIO=

— Ty

EBM ¢

Leading Through
Connections

FHES
B
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Disruptive Forces fueling the need for analytics

The emergence The shift of Accelerating
: power to the pressure to do
of big data .
consumer more with less

Creating new Creating the need for Creating the need for all
opportunities to capture organizations to parts of the organization
meaningful information understand and anticipate to optimize all of their

from new varieties of customer behavior and processes to create new
data and content coming needs based on customer opportunities, to mitigate

at organizations in huge insights across all risk, and to increase
volumes and at channels efficiency

accelerated velocity

= it (")

4 © 2013 IBM Corporation
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Weaving intelligence into the fabric of enterprise processes
Prospective
Employees ‘ Operations
Human L . Product
Resources e Development
28l
' ¢ ¢ ‘ Suppliers
Customer Do ind ". o
Service ‘"—Tre"
v '_I)“ } [
N T‘
s e
Eisa, '/*
Sales e
1 e Finance BUSIness
Current & k Partners
Prospective | Marketing
Customers

5 © 2013 IBM Corporation
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The emergence The shift of Accelerating
: power to the pressure to do
of big data .
consumer more with less
Uncertainty Consumer Analytics Alignment
— _

Skills

© 2013 IBM Corporation
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Uncertainty arises from many sources

Process Uncertainty
Processes contain
“randomness”

Data Uncertainty
Data input is uncertain

Model Uncertainty
All modeling is approximate

o = @ —
Intended = === Actual
Spelling Text Entry  Spelling

Semiconductor yield

Testimony {Paris Airport}
Ambiguity

“ {John Smith, Dallas}
{John Smith, Kansas}

Contaminated?
Rumors Conflicting Data

Forecasting a hurricane
(www.noaa.gov)

© 2013 IBM Corporation
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Veracity: the fourth “V” in Big Data

Volume

Data at Rest

Terabytes to
Exabytes of existing
data to process

——0——0 =0=0
=@ =0 =0=0
=0 =0=0 —0

—e=0 —0—=0

Data in Motion

Streaming data,
milliseconds to
seconds to respond

Data in
Many Forms

Structured,
unstructured, text,
multimedia

.
L °
s "% o

L
L

Data in Doubt

Uncertainty due to
data inconsistency
& incompleteness,
ambiguities, latency,
deception, model
approximations

© 2013 IBM Corporation



|I|
1

.
:

| ||
(]

I
lln
. ||
I
L]
@

A Y

smarterAnalytics

Entity Analytics: From pixels to pictures to action

Context Accumulation Relevance Detection

| S5 T T /,_\\
rL

Consumer

Observations . : :
This is Entity Analytics (An analyst, a system,

) the sensor itself, etc.)
Persistent Context

Source node reads
Export node connects resolved identities and
to repository and loads passes them on
data into it -
] e"f.lﬁ.'\ ./—\\ ;{ﬁ\'\ ‘- 3
f \ / \ / A\ EEER |
_— P - () > - |
F 4 \ | - 4 ‘74_.' ";*A.‘ \ —
&) — & 3
\SaL/ i , <Entity Analvtics(EA)  Agaregate Select Table
Customer.db EA Export o S22 e
[Reposlory ] new cases against
— — o ~— repository contents
(BXCET) K?' 5 Sy , T
f F R L) H 2 ¥
— — { % s A \ Doy
(B) —stP — |
Loans.xls EA Export N O Lk

10 New Cases Streaming EA i Table : 3 IBM Corporation

..................
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Visualization to leverage human analytical power

L W
s v -t
b =t~ S
v (- [ = ==
— | -
OEE Y
€ © =
—_— — p- -

t
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From strategy to execution

Driving collaboration
across the
spectrum
of decision
making

Strategic ‘ Tactical Operational

Years

13 © 2013 IBM Corporation
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Managing decisions to optimize operations

D Go@e

Enterprise Services & Risk Planning & Business and
Marketing Performance & Logistics Management custom solutions
Management B Management Management . 00

-
- A

Decision
services

IBM Decision Management Platform

F» [

. =
| - = o | — L Jd

Trade-offs Predictive Text Entity Sentiment | Cognitive Business Business L
analytics analytics analytics analytics analytics analytics S events Optimization

Predictive analytics Business rules Optimization

Data (Information Management)

Demographic Interactions Behavioral Attitudinal

(DB, surveys) (Call center, web) (Orders, payments) (Surveys, social)

14 © 2013 IBM Corporation
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Consumers...

a good product at the
best price

- etting there (on time
16 a better life J J ©(2013 IBM Corpzration
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Our focus is on the Consumer Experience

Attract

Researc

Sold

—————————————————————————————————————————————————————————————

______________________________________________________________

AdVOCGaeteCustom'er LiJsed _Use
Service ' Produg.

- Grow
Retain

17 © 2013 IBM Corporation
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Analytics becomes the “conscience” of operations

The The

Customer Business
Insight ‘ Action

Cycle Cycle

Customer Customer
Analytics Operations

» Data Centric * Process Centric

* Insights * Action

* Integrated Consumer » Target to Cash
Experience

18 © 2013 IBM Corporation
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For example... what happens when those operations go mobile?

Extend capabilities
to mobile

Manage mobile
devices and apps

Build mobile
apps

Connect & run
mobile systems

Transform
your business

Secure my
mobile business

IBM Mobile Foundation IBM Social Business,
Commerce & Analytics
"

CAST IRON 'BM Endpoint Manager || el e L)

§ Y 8 T E M §

IBM Mobile Services

With a comprehensive end-to-end mobile platform and services

19 © 2013 IBM Corporation
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IBM Cognos Bl for the Mobile Workforce

Experience insight wherever you are

* Uninterrupted productivity with quick and
easy access to analytics anywhere you go

Interact with information offline or online
* Rich, visual and interactive experience

Confidently and easily deploy Bl to any

device
 Single authoring and administrative
environment to deliver secure, relevant,

and reusable content

20

I

e 6

————h. &
(Ll L Ll el
®

== >
e |

Y. 1
|

same great insight.

On the road or in the office —
Simple, reliable, and secure.

© 2013 IBM Corporation
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Analytical skills are becoming a rare commodity

How challenging is it to source analytical skills in general?

Impossible to find or hire sufficient .
resources M 4%

Very difficult to findorhire 0 36
Challenging 36

Somewhat challenging 24
No issues in finding skilled resources | 0

SOURCE DATA FROM A SURVEY BY NEWVANTAGE PARTNERS HBR.ORG

22 © 2013 IBM Corporation
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Business Intelligence Self-Service

Figuring out what matters with smart guidance

Highlight

Sales

* Dynamic, interactive visualizations $2
across the user experience

e Start with visualization not the data

Sales trend by Product
This is analysis show you how your sales measure has r

changed over time by Produ.

* Open, customizable and extensible e

With Smarts.....

Benefits:

* Bring relevance & meaning of a data set «Faster insight into your data

 Anticipate business questions you want =Uncover insights you may not
answered have discovered on your own

=Guided experience making easier

 Peer-to-peer collaboration to get to the results

23 © 2013 IBM Corporation
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Analytic Answers: The power of analytics without the learning curve

A portfolio of cloud-hosted
solutions that deliver
directly-actionable

predictive/prescriptive

Leverages IBM’s

deep analytics expertise
but tailored to each client's
busipess, using their data

information Questions in
IBM Analytic Answers as a Service
AaaS Reference Solutions Managed Client Analytics Client

| Offering GTM/Pricing [

IBM Analytic Platform
Client Instance

Portfolio Analytic
Content

Services
(Solution
Implement)

IBM Analytic Platform

Client Solution
Data Management
Process

Data Management
Practices

Services
24 (Solution Evolution)

© 2013 IBM Corporation
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Centers of Excellence: Key to analytics journey

n = 5748 organizations

STEP 1:
Novice

5%
]

A

STEP 2:
Builder

STEP 3:
Leader

65%
21%

STEP 4:
Master

Q%
]

Manual, slow, error prone,
cumbersome, fragmented
Data quality concerns

0<%

of Novices

25

6%

of Builders

56%

of Leaders

... have a Center of Excellence

Automated, instant, accurate,
seamless, converged
Data governance s in place

Q7%

of Masters

© 2013 IBM Corporation
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Building Analytics Center of Excellence (ACE)

Resources on
AnalyticsZone.com

Enablement
Services

Training — Technical
Operational Training

26 © 2013 IBM Corporation
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Bridging the skills gap

1. Simplifying the use of analytics for business users (C)

2. Seamlessly integrating analytics in the fabric of solutions

3. Developing the next wave of analytical talents...

Yale University Global University Programs

NOREE%EEIERN @ University of

‘ BABSON ULSTER
DEPAUL (UOI\[I IIQN
UNIVERSITY —|ErEssess

PENNSTATE
ﬁ New Kensington

27 © 2013 IBM Corporation
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In Conclusion...

28 © 2013 IBM Corporation
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Delivering the “smarter” in solving business problems

(LW
~

» Smarter Education

* Student retention
* Curriculum optimization
* Alumni management

“ Smarter Healthcare

ng » Evidence-based medicine

l‘,
B -
'

MR-
T ) l
==

29

\

» Treatment optimization
* Preventive health management

Smarter Government

* Preventive crime management
 Public resources optimization
 Constituents opinion management

Smarter Energy

 Outage failure prediction
e Customer churn analysis
» Outage planning optimization

1y

\‘l\llp/ Smarter Retail
'1"‘”'.

» Assortment planning
* Promotion management
 Loyalty management

\«f Smarter Telecommunications

» Churn management
* Service & plan optimization
» Up/cross sell management

» » Smarter Banking & Insurance

* Claims fraud detection
 Loan underwriting optimization
* Credit risk management

17
i~ Smarter Operations

[

-

>

)

{

&Y . predictive maintenance
» Sales & operations planning
* Supply chain metrics

© 2013 IBM Corporation
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IBM Business Analytics — software & capabilities

IBM Business Analytics

~
Industry 3: &
Solutions w’ e o

Financial : istributi i icati
Services Distribution Industrial Communications

Functional

Solutions fm o ' - % - /A

Core
Capabilities
Forecast Visualize Decide Govern
Discover Score Mine Simulate Survey

Software

. 7 y . ; i | > / 7
Categories [ Business H Predictive g _ Performance a' a"‘ Risk
Intelligence == == Analytics XD Management _1_ Analytics

© 2013 IBM Corporation
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Smarter Analytics fuels IBM success in new and established markets

Social
Business
Smarter I Smarter
Commerce \‘ ’, Workforce
& s

Smarter LY,

\\ | /, Smarter
Computing \0/ & Cities®
\ |y

1 8 ; : \\ l ’, Enterprise
Watson @ Innovations in @ Marketing
Smarter Management

Analytics

31 © 2013 IBM Corporation
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IBM’s Analytics Transformation is focused on business outcomes

Fundamental Principles
* Pragmatic approach

 Focus on business outcomes

* Analytics is an enabling technology — not an end but a means

“Analytics will form a silver thread that
weaves through the future of
everything we do.”

Ginni Rometty, Chairman and CEO, IBM
Corporation

32 © 2013 IBM Corporation
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MERCI!
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